ERICSSON CONSUMERLAB
Ericsson ConsumerLab studies how consumers act and what they think about telecom products and services. We make sure Ericsson people who work with strategy, product development, marketing, and branding have the latest consumer insights. Additionally, we help operators understand their customers and develop revenue-generating strategies. The foundation for understanding consumers is a global research program built on yearly interviews with 80 000 consumers in 40+ different countries -representing the opinions of more than 1.1 billion people. The global research program is built on both quantitative and qualitative consumer market research covering both general market and consumer trends as well as in-depth insights into specific areas.
We work both internally at Ericsson with strategy, product management and marketing, with Sony Ericsson and ST Ericsson, and externally with operators as advisors.
The Ericsson ConsumerLab organization has employees in Sweden and in several other countries including China. China, the most populated country in the world with 1.3 billion people, is going through a lot of changes. One of the first countries to lead the global economy out of the recession, it reached its target of 8 percent GDP growth in 2009. Economic confidence is growing stronger, not only internationally but also among the Chinese people. A total of 87 percent of Chinese believe their personal economic situation will improve in the next 12 months.
REFERENCES
Living in the fastest-growing major economy in the world, the Chinese are increasingly starting to enjoy the effects of this. The middle class' purchasing power is rapidly increasing and, thanks to the urbanization that the country has gone through, people's values have also shifted. The hunt for status has made China into the second-largest luxury goods market in the world. The rich are getting richer and their average age is getting younger.
Increased purchasing power has also fueled a desire for high-tech products. Today, 94 percent of urban people own a mobile phone and 65 percent of households a desktop computer. The purchase of high-tech products not only improves living standards, but elevates people's status in their community.
A majority of the world's leading companies already have investments in China and many more realize the great economic potential of this market, not least within the ICT industry. With over 380 million internet users and more than 770 million mobile phone subscriptions, the numbers are astronomic in China compared to the rest of the world. Predictions expect continued growth of daily mobile and internet usage and this trend is strongest among the young living in the largest cities. Here 88 percent currently use the internet on a daily basis.
With a penetration rate of close to 60 percent and around 8.8 million new subscriptions added a month, there are no signs of the market cooling down. In this way, China offers the most dynamic sample of developing consumer trends.
Rural China
Life in rural China is simple; people live without the hectic schedules of those in the city and tend to the land. They try to live in harmony with their families and communities, and adhere to the traditional values of respect for their ancestors and a strong sense of duty.
In these rural communities, making money is of paramount importance. People spend relatively large amounts on their children's studies, and save for big expenditures like house building for the family and for their grown children.
But farming does not bring in sufficient income anymore and people have started looking for work in cities to earn more. Per-capita disposable income for rural Chinese in 2009 was CNY 5,153 (USD 755), according to the National Population and Family Planning Commission in China. The group also said that average incomes for city dwellers were more than three times larger than the average for farmers.
Largely, young people do not stay to farm anymore. With educational opportunities at universities and technical schools in bigger cities, they leave their villages and often do not come back.
Finding more lucrative work in large cities is one factor pushing up the average income of rural Chinese. And with these increasing incomes comes more purchasing power. This has fueled a desire for high-tech products.
It is common practice in rural communities to compare living standards to those of neighbors and friends. The purchase of high-tech products not only improves living standards, but elevates people's status in their community. Just as getting married is considered "a new start," buying items shows others they are off to a good start. On the telephony side, Ericsson ConsumerLab estimates that about 30 percent of rural Chinese communities now have access to mobile services, and more than half of the subscribers of the country's largest mobile operator, China Mobile, come from the countryside.
In rural communities, the use of mobile phones and the internet is focused more on the basics and fun. Many rural farmers only use their mobile phones to make voice calls and don't have much use for functions or features, while internet usage is centered on gaming and chatting. The rural areas constitute a significant business opportunity as this technology can help improve lives.
Rural consumers are in general very positive towards new technology and believe it will help to improve life, but they need somebody to show them how to use it.
Three key factors to drive rural market growth and development further are; Usefulness of services (services that can increase incomes), Cost efficiency and Ease of use.
GroWth oF moBiLe And internet Access
"If they have it, then I need to buy it"
China is experiencing the most rapid urbanization of any country, with 45 percent of its citizens living in urban areas, a figure that has risen 10 percent in the last decade. The cities are also absorbing millions of rural workers, who are either coming to the cities to settle down or to earn more money. The rapid influx has caused housing prices to rise and puts enormous pressure on public transportation infrastructure.
But with this urbanization has come a rapid modernization of services that are making people's lives easier and more convenient. Public transportation has been upgraded, with new subways, bus lines and monorails. Living conditions have improved, with well-organized communities and more green parks.
The internet has also experienced an explosion in popularity, becoming a main source of information. And electronic goods such as mobile phones, LCD TVs and MP3 players have become popular, making life richer.
GLoBAL urBAniZAtion And its eFFect on urBAn chinA
The world's population is expected to grow to eight billion by 2020, with 60 percent living in big citieschallenging how we live, supply food and handle waste. One billion people will be new middle class consumers in 2020, and most will be living in China and India. More people will commute, schedules will be more rushed and the need for mobile solutions will increase. This tremendous increase has also caused product ownership to rise, with more Chinese using mobile phones, laptops and desktop computers.
After the economic recession over the last two years, urban Chinese consumers are also more confident about their personal future finances. In fact, they were 29 percent more confident in 2009 than the world average. After a brief dip during the global economic downturn, confidence among Chinese consumers in an improved personal financial situation surged back to 87 percent at the start of 2010. There is tremendous growth in the usage of new technology and access to it in urban China, and its inhabitants are expected to continue their high uptake. In the mobile internet sector, 90 percent of its users say that they will continue or increase their usage, while more than 30 percent of non-users say they want to start using it.
GLOBAL CONFIDENCE IN FUTURE ECONOMIC SITUATION
The barrier to using high-tech products or services centers on affordability, compared with other countries. Even though incomes are rising rapidly, today's average incomes are far less than in developed countries. China has the largest number of internet users at 380 million and internet use in cities is as advanced as it is in other developed markets. As people move a lot of their daily activities and personal connections online, internet usage and dependence on it have grown each year.
PC USE
Entertainment and social networking is particularly popular. Forty-four percent of urban Chinese internet users say they use online video streaming services on a weekly basis, according to a 2009 Ericsson ConsumerLab study. This usage puts urban China ahead of US and European users because internet usage in general is "fun" oriented.
Despite the growth, internet access and PC/laptop penetration are still lower than in other developed markets. But there is potential for large-scale growth because although consumers want the technology, prices need to come down and education about equipment and services needs to rise.
DAILY INTERNET USAGE DAILY INTERNET USAGE AMONG YOUTH -able.
Tier 1 cities: Beijing, Shanghai, Gunagzhou, Shenzen
Japan moBiLe internet usAGe is BoominG
Compared to most other developed markets, urban China is more mobile phone-centric. With lower access to computers and unsatisfactory mobile broadband connections, people use their mobile phones so they can stay connected.
Mobile internet usage is booming in urban China with the introduction of more advanced phones, mobile software and attractive plans from operators. Mobile chatting via QQ, an instant messaging (IM) tool similar to MSN Messenger, has been embraced by the young, while mobile applications that make Chinese characters easier to type and simplified browsing tools have encouraged more mobile internet use.
Mobile instant messaging has grown rapidly in urban China over the last few years; just 1 percent used it in 2008 but at the beginning of 2010 it shot up to 15 percent, according to Ericsson ConsumerLab studies. With increased mobile IM use, however, consumers say they send fewer messages by SMS. 
continued GroWth For moBiLe internet And moBiLe BroAdBAnd
Mobile internet is expected to continue its growth as urban Chinese become wealthier, prices drop and mobile phone technology improves to support mobile internet more effectively. According to Ericsson ConsumerLab's 2010 China Mobile Internet study, nine out of 10 current users say they will increase usage or continue their current use in the next 12 months. And nearly a third of those surveyed who are not using mobile internet say they are interested.
In a 2009 Ericsson ConsumerLab study, 44 percent of urban Chinese respondents expressed an interest in mobile broadband, but among laptop users the interest was more than 60 percent. The preferred device for mobile internet access in China today is the mobile phone closely followed by the laptop while on European markets and in the US we see the opposite preference, i.e. Laptop first and mobile phone second.
Along with laptop ownership growth and attractive market offerings, mobile broadband has great potential to grow in urban China.
reAsons For usinG moBiLe internet
Mobile internet is the gateway to the world for many urban Chinese who don't have access to a computer. Tech-savvy young people who spend a lot of time on the go use their mobile phone for internet access, while the middle class who have regular access to computers only use their mobile to access the internet when a computer is not available.
Mobile internet is also about convenience. In Ericsson ConsumerLab's 2010 Urban China Mobile Internet study, 68 percent said they predominantly used mobile internet to kill time, while 54 percent said they used it because the mobile was easy to carry. BArriers to usinG moBiLe internet Despite growing usage, the poor quality of some phones, poor user experiences compared to computerbased internet and a lack of knowledge have been barriers to the wider adoption of mobile internet.
WhAt
In Ericsson ConsumerLab's 2010 Urban China Mobile Internet study, 49 percent of respondents said they didn't use mobile internet because desktop access was enough for them. Thirty percent said they didn't use mobile internet because it was too slow and 26 percent said it ate up too much battery power.
So far, the early adopters of mobile internet have managed with these obstacles, but for the wider mass market it is crucial that these factors are improved and remedied.
Desktop internet is enough for me China's single-child policy has created a younger generation that wants the latest high-tech products and the parents are willing to pay.
However, urban Chinese youth are also less loyal to brands, impulsive and always want something new. It is important to get respect from peers and they therefore seek the new, the unique and the personalized in their choice of products, services and brands.
Compared to older people, youth are also more curious about foreign cultures. Yet this interest is often mixed with an increasing appreciation of their own culture and tradition, especially in markets like China and India where a fast growing economy has helped boost national pride. The result is a youth culture that reflects a mixed influence.
Youth use the internet As oFten As their Peers in other deVeLoPed mArKets
Ericsson Global Infocom study 2010 shows that Chinese youth use the internet as often as those in other developed markets. In China, 87 percent use the internet on a daily basis. Chinese youth are heavy users of online video streaming and frequenters of web communities; 69 percent play games online on a weekly basis, which is far more than the youth in other developed countries. The most intense mobile IM usage is among Chinese youth. There is intense growth in the mobile browsing area.
